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This article is Jingdong Mall business model innovation to do in-depth analysis 
and research. 
First, this paper, Professor Weng Chun Yi "business model innovation," 
Curriculum review, review the theory of business model innovation system: both the 
value creation system and value analysis system. 
Secondly, through the value creation system Jingdong Mall and value analysis 
system of research, to explore its business model; which, from the platform 
environment, the customer environment, environmental partners, the roof 
environment, the value of the value of sharing and recycling the six perspective to 
Beijing East Mall of the value creation system; and from the value proposition, value 
of support, to maintain the value, value conversion, analysis, value analysis system 
Jingdong Mall. Through theoretical analysis and combined with its status, verify the 
value of its activities related to the correctness of the decision-making. 
Through this study, the following conclusions: 
Jingdong Mall purchase their own way through a combination of different brands 
of products, at the same time, integration of market segments from the many needs of 
the customer information, with customized models for manufacturers to create 
differentiated products. The resulting production and demand of innovation and 
change. It is a mature gather a variety of potential business models. 
Jingdong Mall in the study of business models in the process of collecting from 
the government and relevant industry association data, and has done an in-depth 
analysis. With the continuous development of Jingdong Mall, the pattern of 
e-commerce industry will continue to change, we believe the future will be flourishing 
commercial city, e-commerce will have a bright future! 
Key Words 










































目  录 
V 
目  录 
第一章   序言···························································································· 1 





第二节 研究目的和意义 ··························································································4 
一、研究京东商城的价值创造体系的目的.........................................................4 
二、研究京东商城的价值分析体系的目的.........................................................4 
第三节 研究方法和研究限制 ··················································································4 
一、研究方法.........................................................................................................4 
二、研究限制.........................................................................................................4 
第四节 本文主要研究内容 ······················································································5 
第二章   商务模式创新的基本理论体系概述 ······································ 6 























目  录 
VI 










































目  录 
VII 
四、价值分享和价值回收小结...........................................................................40 







第四章   京东商城的价值分析体系····················································· 42 












































第五章   结论与建议 ············································································· 67 
第一节 京东商城的商务模式 ················································································67 
一、商务模式的主要内容...................................................................................67 
二、创新点...........................................................................................................67 




附 件 ·········································································································· 69 
附件一   京东商城的战略规划.........................................................................69 
附件二   京东商城的里程碑.............................................................................70 
附件三   《非金融机构支付服务管理办法》.................................................72 
附件四   中国银联（移动支付联盟）的 SIMpass 技术.................................74 
参考文献 ···································································································· 75 

















Chapter I Introduction·············································································· 1 
Section 1 Background Overview ·············································································1 
I  China's economic development ······································································· 1 
II  The status quo of China's urban consumer retail ··········································· 1  
III  The development of e-commerce industry··················································· 2  
IV  Jingdong the evolution of business models··················································· 3 
Section 2 The purpose and significance··································································4 
I  A study of the value creation system Jingdong Mall purpose ························ 4 
II  The study analyzes the value system of Jingdong Mall purpose ··················· 4 
Section 3 Research methods and limitations························································ 4 
I  The research methods ···················································································· 4 
II  The limitations of the study ··········································································· 4 
Section 5 This paper studies the content ································································5 
Chapter II The basic theory of business model innovation system 
overview······································································································· 6  
Section 1 Value creation business model innovation system······························· 6 
I  The business model of the environment ························································· 6  
II  The value of content business models··························································· 8 
III  The business model innovation and value creation system ························· 9 
IV  The business model of the combined effects ···············································10 
V  The value creation system summary ·····························································11 
Section 2 the concept of business models and value analysis system·····················
··································································································································11 
I.  The concept of business models ·································································· 11  
II.  The business model of the value analysis system······································· 11 
III . The value analysis system summary·····························································12  
Chapter III Jingdong Mall of value creation system analysis············13 
Section 1 the platform environment analysis of Jingdong Mall·························13 
I.  The industry environment ·············································································13  















III  The Fundamental technological change ··················································· 15 
IV  The macroeconomic and business development ········································15 
V  The whole society of the Internet penetration ············································· 16 
VI  The platform environment Summary···························································16  
Section 2 The customer environment analysis of Jingdong Mall ·······················17 
I  Online shopping transactions ·········································································17  
II  The number of users online shopping ···························································18 
III  The online shopping rate ·············································································19 
IV  The conclusions of the analysis of customer environment···························20 
Section 3 the roof environment analysis of Jingdong Mall·································20 
I  The competitor's business model classification ··············································20 
II  The platform class competitor analysis ·························································21 
III  The platform operator's competitive strategy class ······································24 
IV  Self-analysis of  marketing class competitors············································24 
V  Self-selling class of operators for competition policy ·································28 
VI  The depth analysis of major competitors for Jingdong Mall························30 
VII The roof environmental analysis summary····················································33 
Section 4 The analysis of partner in environmental for Jingdong Mall ············34 
I  The logistics industry growth ·········································································34 
II  The operational efficiency of the logistics industry·······································34 
III  Reduce the logistics costs of the core elements ···········································34 
V  The growth rate of retail logistics network compared with ···························35 
VI  Summary ··································································································· 36 
Section 5 Recovery of value and value share ·······················································36 
I  A way to create value Jingdong Mall ·····························································37 
II  The value to customers sharing and recycling in Jingdong Mall······················
····························································································································37 
III  Give the sharing value and the recycling value to the supplier ·················· 37  
IV  Summary ·····································································································40 
Section 6 Summary ·······························································································40 
I  The conclusions of the analysis platform environment···································40 
II  The conclusions of the analysis of customer environment ····························40 
III  The roof environmental analysis of the conclusions ····································41 















V  The sharing value and analysis of the recycling value Conclusion ·············41 
VI  A comprehensive system of value creation Conclusions ·····························41 
Chapter IV analyzes the value system of Jingdong Mall ··················42 
Section 1 Jingdong Mall's value proposition ······················································42 
I  The value proposition Jingdong Mall ···························································42 
II  The value proposition of the core values of activities ···································42 
III  Jingdong with other operators compare the value proposition·····················43 
IV  The value proposition summary ··································································44 
Section 2 support the value of Jingdong Mall······················································44 
I  The operational target ···················································································45 
II  The target market selection ···········································································46 
III  The quality management ·············································································46 
IV  The integrated marketing communication ·················································47 
V  Support the value in summary ······································································49 
Section 3 to maintain the value of Jingdong Mall ···············································50 
I  Supply chain management ·············································································50 
II  The service····································································································51 
III  The warranty service ·················································································52 
IV  The payment································································································53 
V  charging methods··························································································54 
VI  Investment and management of logistics·····················································55 
VII  The value of maintaining Summary ···························································58 
Section 4 the value of conversion Jingdong Mall·················································59 
I  The company's three times the value of Jingdong conversion ························60 
II  market segments, customized ·······································································61 
III  The joint venture model···············································································62 
IV  The value of the conversion summary ·························································62 
Section 5 conclusions Jingdong Mall business model··········································63 
I  The value proposition Jingdong Mall ·····························································63 
II  The value of support in Jingdong Mall ·························································63 
III  To maintain the value of Jingdong Mall ······················································64 
IV  The value of the conversion in Jingdong Mall·············································65 















Chapter V Conclusions and recommendations ··································67 
Section 1 Jingdong Mall business model ······························································67 
I  The business model of the main ···································································67 
II  Innovation·····································································································67 
Section2 proposals and prospects··········································································67 
I  To extend the industrial chain ········································································67 
II  The extension to the downstream industry chain ··········································68 
III  Asian neighboring countries and the world to expand ·································68 
Annex·········································································································69 
Annex I   Jingdong Mall strategic planning······················································69 
Annex II  Jingdong Mall milestone ···································································70 
Annex III To the "non-financial institution payment service management 
approach"················································································································72 




















图 1：从 2001 年到 2010 年全社会消费品零售总额 ....................1 
图 2：京东公司的商务模式的演化过程 ..............................3 
图 3：波特的五种竞争力模型 ......................................7 
图 4：全部环境互动模型 ..........................................7 
图 5：价值活动的分类图 ..........................................9 
图 6：2010 年中国第三方支付企业市场占有率.......................14 
图 7：2010 年中国与发达国家的互联网普及率对比...................16 
图 8：2007 到 2010 年网上零售（b2c+c2c)市场的交易规模............17 
图 9：从 2007 年到 2010 年网络购物用户数 .........................18 
图 10：从 2007 年到 2010 年网络购物使用率 ........................19 
图 11：2010 年平台类网站交易规模占比............................21 
图 12：京东商城在自主销售类网站的市场占比 ......................24 
图 13：京东商城的竞争策略 ......................................30 
图 14：带给供应商的价值分享与价值回收 ..........................38 
图 15：从 2004 年到 2010 年京东商城的年销售额 ....................45 
图 16：从 2007 年到 2010 年中国快递件数和增长率 ..................55 















Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
